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Abstract

Large amounts of UHT milk are consumed in Brazil, but little is known about the factors affecting
the consumer’s decision to choose between whole and skimmed UHT milk. Since consumers
represent one of the main market drivers, it is important to identify the factors influencing their
behavioral patterns. A structured questionnaire was applied to 248 people in Juiz de Fora, Brazil. A
binary logistic regression model was used to analyze the probability of buying whole or skimmed
UHT milk. Results indicated that income, age, and number of family members in a residence are the
major determinants of consumer behaviour when choosing between whole and skimmed milk.
Higher income, older people, and smaller number of residents were associated with an increased
consumption of skimmed milk. These results could be useful to orientate local dairy market
campaigns and logistic distribution of products according to consumer preferences.
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1. INTRODUCTION in the country (IBGE, 2018). However, there
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Milk is an important source of nutrients in  influencing the consumer’s decision in favor
the human diet. Brazil has hundreds of fluid of whole or skimmed UHT milk.

milk processors, and large amounts of Ultra Over the last four decades, the medical
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many countries have recommended
restricting the consumption of animal fat in
order to reduce saturated fat intake (WHO,
2015). This recommendation is based on a
number of studies showing that saturated fat
increases total and LDL-cholesterol levels in
the blood, which would supposedly increase
the risk of cardiovascular diseases (Maijala,
2000). As full-fat dairy products (e.g. whole
milk, cheeses, butter) are significant sources
of saturated fatty acids in the human diet, the
consumption of these products was
drastically reduced in recent decades
(replaced with low fat/fat free versions or
vegetable sources such as margarine).
However, this recommendation has been
strongly questioned by recent meta-analysis
of observational and randomized clinical
trials which have indicated that dairy fat
intake does not increase the risk of
cardiovascular disease and is associated with
a lower risk of obesity and type 2 diabetes
(Kratz et al., 2013; Astrup, 2014;
Mozaffarian, 2014; Yakoob et al., 2014).

These new scientific findings affected the
consumption of certain dairy products such
as butter, which had a boom of consumption
in the last years (Siqueira, 2017). However,
there is little information about possible
changes in consumer preferences in favor of
whole or skimmed milk. Since the impacts of
scientific findings are difficult to measure, it
would be useful to identify the factors
affecting the consumers behavioral patterns.
Indirectly, information on socioeconomic
variables, price, and other factors affecting
the preferences of the consumer for whole or
skimmed milk could reflect the scientific
impacts on fat in milk consumption
preferences.
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2. LITERATURE REVIEW

The literature on consumer’s decision-
making has documented numbers of factors
which influence selection of food. These
factors may include nutritional knowledge,
product quality, costs, culture issues, socio-
demographics factors, etc. Few studies have
been publishing on whole and skim milk
preferences.

Hatirli et al. (2004) studied the Turkish
milk market and found that number of
children, household size, educational level
and income were among the important
household characteristics that influence fluid
milk purchasing behaviors in Turkey. In
Rome, Saba et al. (1998) evaluated the
characteristics of three types of milk,
skimmed, semi-skimmed and whole fat.
Habit was found to be more important than
attitude in the prediction of the behavioural
intention.

Grebitus et al. (2007) surveyed 260
households in Germany, in 2004, in order to
analyze the impact of certain quality
characteristics and socio-demographics on
consumption patterns and marketing
campaigns regarding whole fat milk, skim
milk and organic milk. They found a great
importance of the brand. In a cluster
analysis, they showed that that younger
consumers are health conscious, while older
consumers could be reached by promotional
activities and extended shelf life.

3. METHODOLOGY

A structured questionnaire was applied in
9 department stores (3 large stores, 3 small
stores and 3 bakeries), all of them located in
the city of Juiz de Fora, Brazil. The
department stores were chosen in different
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areas of the city, being 4 in downtown and 5
in the outskirts. After a pre-test, 248 people
were interviewed in the real situation of
purchase, i.e., while they were buying the
product.

A binary logistic regression model was
employed to analyze the consumer
preference between whole and skimmed
UHT milk, taking the purchase of skimmed
milk as the event of interest. Whole milk
consumption was taken as the reference
category in the logit because it is the most
consumed milk in Brazil. Purchase decision
processes are composed of several variables
that influence consumer choices (Cantallops
& Salvi, 2014). The following explanatory
variables were taken into account: gender,
age, educational level, type of housing,
number of residents in the household, family
income, frequency of milk consumption,
volume consumed and last price paid. The
variables educational level, number of
residents in the household and family income
are the ones that could reflect the impact of
the new scientific findings about fat, as in
Brazil, higher education indicates people that
are more linking with science; the higher the
number of residents, the lower connection to
new scientific findings; and the lower family
income also indicates low level of education
and low level of connection to new scientific
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findings.

The best predictor variables were selected
using a backward stepwise procedure based
on minimizing the Akaike Information
Criterion (AIC) and the final model was
defined manually by Analysis of Deviance
(ANODEV), by means of Chi-square tests
(Collett, 2003). The analyses were conducted
using R software version 3.4.2 and results
were reported as odds ratios (ORs) with 95%
confidence intervals (Wald-type Cls).

4.RESULTS AND DISCUSSION

In the stepwise selection, education level,
volume of consumption, frequency of
consumption, last price paid and type of
housing were removed from the model, and,
in the subsequent ANODEYV, the gender
variable was also excluded. Thus, the final
model contained age, family income and
number of residents, with a residual deviance
of 221.8 on 209 degrees of freedom (31 rows
of data were excluded due to missing
information for family income).

Table 1 presents the ORs with their 95%
CIs for the model’s estimated coefficients.
Family income and age coefficients are
positive, so that their estimated ORs are
greater than unity, and therefore the

Table 1. Odds ratio estimates and 95% level confidence intervals for the coefficients

obtained for the final adjusted model.

Coefficient OR estimate Lower bound Upper bound
Intercept 0.14 0.03 0.62
2-3 MW" 3.53 0.99 12.57
3-6 MW 1.22 0.37 3.99
6-10 MW 3.61 1.01 12.88
10-15 MW 3.26 0.78 13.69
> 15 MW 15.72 2.68 92.21
age 1.03 1.01 1.05
no. residents 0.71 0.55 0.92

* The first income class (up to two Minimum Wages [MW]) was set as the reference category for the categorical variable “family income”.
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probability of purchasing skimmed milk
instead of whole milk increases as these
variables increase. However, as practically
all the CIs for the ORs estimated for income
classes varying from 2-3 MW to 10-15 MW
include unity, consumers of these classes do
not differ significantly, with respect to the
preference for one of the two types of milk,
from those included in the first income class,
formed by those who earn up to two MW and
which were left in the reference category for
this variable. Thus, a significant difference
for this variable was found only for the sixth
income class, whose consumers would be
approximately 16 times more likely to buy a
skimmed rather than whole milk, when
compared to a consumer belonging to the 1st
income class, earning up to 2 minimum
wages. Nevertheless, in spite of this quite
strong punctual estimate of 15.7, obtained
for the selected sample, we can stay
confident that an individual randomly chosen
from the studied consumers' population,
pertaining to the 6th income class, is at least
2.7 more likely to buying skimmed UHT
milk than whole UHT milk, than if he or she
was from the 1st income class.

Also from Table 1, we can see that for
each one-year increase in age, the odds of
purchasing skimmed instead of whole milk
increases by 3%. Meanwhile, this odds
decreases as the number of household
members increase, since its estimated OR
was lower than unity. For each additional
member living in the household, the odds of
whole milk consumption, instead of
skimmed UHT milk, is that increases by 41%
(OR =1/0.71 = 1.41; 95% CI: 8.70-81.82).

By making use of the model, we could
also estimate the maximum probability of
consumption of each type of milk for the
extreme opposite profiles of consumers
concerning the dichotomy skimmed-whole
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UHT milk. In doing this, we would find that
a consumer, with the characteristics of the
sample under study, who belongs to highest
income class (earning more than 15 MW),
being the oldest possible person of the
sample (that is, at 72 years of age) and living
along with the fewest number of residents
(i.e., residing alone), would have a
probability of consumption of skimmed
UHT milk as high as 92% (95% CI:
68%-98%). Oliveira and Hoffmann (2015)
also found that higher incomes are associated
with a higher probability to consume
light/diet products or organic foods in Brazil.
With the opposite profile, an individual from
the first income class (earning up to two
MW), being the youngest possible person of
the sample (that is, at 18 years of age) and
living along with the greatest number of
residents considering the studied sample
(five, in this case), would have a probability
of consumption of skimmed UHT milk of
only 4% (95% CI: 1%-14%), that is, this
person would be much more likely to
consume whole than skimmed UHT milk.

5. CONCLUSION

Milk is an important part of the Brazilian
diet. However, little is known about the
factors affecting the consumer’s decision to
choose between whole and skimmed UHT
milk. This paper was a preliminary study to
investigate the consumers preferences for fat
milk in Brazil.

Results indicated that the income, age and
number of residents are the major
determinants of consumer behaviour when
choosing between whole and skimmed milk.
Higher income, older people, and smaller
number of residents increases the chance to
consume skim milk. As de opposite, lower



K.B. Siqueira / SIM 15 (1) (2020) 175 - 180 179

income, younger people and higher number
of residents increases the probability of
whole UHT milk consumption. It could
suggest that the new scientific findings have
not yet been assimilated by the population. It
is also an indicative that dairy managers
should orientate their market campaign and
logistic distribution of products for these
specific market groups.

JETEPMHUHAHTE ITOHAITAIBA ITIOTPOIITAYA ITPUJINKOM
MN3B50PA UBMEBY IITYHOMACHOI' U OBPAHOTI' YXT MJUIEKA

Kennya Beatriz Siqueira, Marielli Cristina de Pinho,
Cristiano Amancio Vieira Borges, Marco Antonio Sundfeld da Gama

Ancrpakr

VY bpazuny ce koH3ymupa Benuka konmmuuHa Y XT mileka, ainu Majo ce 3Ha 0 (akTopuMa Koju
yTH4Y Ha O[UIyKy HoTpomada ga onadepe uzmely mynomacnor u oopanor Y XT mueka. O63upom na
MOTPOILAYH MPEACTABIbAjy jeAaH O IVIaBHUX IOKpeTada Ha TPXKUIITY, BAKHO j€ MIECHTU(UKOBATH
(axTope Koju yTHUY Ha BbUXOBE oOpacie noHamama. CTpyKTypupaHH YIIUTHHK je IpUMeeH Ha 248
Jeynu u3 Jyns ne @opa, y bpasuny. Moznen 6uHapHe JIOTHCTHYKE perpecuje KopuiiheH je 3a aHaausy
BepoBaTHONe KynoBuHe myHomacHor win oOpanor YXT mieka. Pesynraru cy mokasamu ga cy
NpUXOJ, CTapocT M Opoj wiaHOBa MOpoauie y AOMalMHCTBY IVIaBHE OJPEAHUIIEC IOHAIIAHa
noTpolaya NpuiIvkoM n3dopa umely mynomacHor u ooOpanor mieka. Behu npuxoau, ctapuju jpynu
1 Mamu 0poj wiaHoBa AoMahnHCTBa OWIIH Cy TTOBE3aHU ca MoBehaHOM MOTPOLTHOM 00pPaHOT MJIeKa.
OBu pe3yntaru OM MOIIIM OMTH KOPUCHHM 32 OPHUjEHTALN]y KaMIIaba Ha JIOKAJTHOM TPKHUILTY MJIeKa U
3a JJOTUCTHYKY JUCTPpUOYLMjy IPOr3Boaa npemMa npedepeHiujaMa noTpouada.

Kwyune peuu: MneqHa MacT, MiIe4HE Ipepal)eBruHe, MOTPOILka, npedepeHLuje
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